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  FFaacctt  SShheeeett::   
  

TTOOBBAACCCCOO  SSAALLEESS  TTOO  YYOOUUTTHH    
  
  
WWhhyy  LLiicceennssee  TToobbaaccccoo  RReettaaiilleerrss??  

1) Tobacco is a harmful product that is highly addictive & responsible for 40,000 California 
deaths annually and 440,000 nationally.1 

 
2) Initial use of tobacco occurs almost exclusively during the teen years.  Almost all adult 

tobacco users report initiating tobacco use before they were legally able to buy it. 2 
 

3) The majority of youth who smoke believe it is easy to buy cigarettes. 3  
 

4) Tobacco companies spent $11.22 Billion in 2001 in the U.S. on cigarette advertising and 
promotions, the most ever reported.4 

 
• $4.45 Billion, or 39.7%, went to promotional allowances - 

payments to retailers to promote cigarette sales 
 

• $284 Million, or 2.5%, went to retail environment marketing - ads posted at the 
retail location 

 
5) In California the average store features more than 17 pieces of advertising promoting    

tobacco products. 5 
 

6) Three out of four teenagers shop at convenience stores once a week. 6 
 

7) Children who report seeing tobacco ads in stores are more likely to experiment with 
smoking.7 

 
8) Eliminating tobacco sales to teens will interrupt and break the chain of progressive 

addiction, in which a youth progresses from experimenting with tobacco to becoming an 
addicted smoker.8 

 
9) California has anywhere from 65,000 to 80,000 unlicensed tobacco retailers.  As of 

June, 2003 California has 32 local licensing ordinances in place.9 Youth access to 
tobacco is governed by two state laws: Penal Code 308(a), and Business and 
Professions Code 22950-22963, known as the Stop Tobacco Access to Kids 
Enforcement (STAKE) Act.  Both laws prohibit tobacco sales to minors and assess fines 
and or penalties for violations.  Additionally, each law requires retailers to check ID and 
post STAKE Act age-of-sale warning signs.10 
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10) Communities with comprehensive tobacco control programs and enforcement have 
lower youth smoking rates than communities without comprehensive tobacco control 
programs.11 

 
11) Preventing the illegal sale of tobacco products to minors is a key component of 

California’s comprehensive approach to reducing tobacco use in the state.12 
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